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ABSTRAK 

 

Di era modern ini, industri kecantikan kian berkembang dari masa ke masa 

sehingga menjadikan industri ini sebagai salah satu industri dengan tingkat 

persaingan  tinggi dan semakin kompetitif. Industri kecantikan di pasar Indonesia 

tak hanya menarik bagi para pemain lokal melainkan juga serupa dengan pemain 

asing. Industri kecantikan telah tercatat sebagai salah satu dari sektor yang ada 

dengan pertumbuhan tercepat di Indonesia dan secara konsisten mengalami 

pertumbuhan dalam beberapa tahun terakhir. Melihat peluang pasar yang ada dan 

agar dapat berkompetisi dengan kompetitor lainnya maka salah satu aspek dalam 

mencapai keadaan tersebut adalah dengan mempengaruhi emosi konsumen saat 

berada didalam toko untuk menciptakan repatronage intention. Penelitian ini 

bertujuan untuk menguji dan menganalisis pengaruh perceived human crowding, 

perceived spatial crowding, co-visitor, dan promotional event melalui arousal 

terhadap repatronage intention pada Nature Republic di Surabaya. Penelitian ini 

menggunakan penelitian kausal. Teknik pengambilan sampel menggunakan non 

probability sampling dengan cara purposive sampling. Sampel yang digunakan 

sebesar 160 responden yang pernah berbelanja di toko Nature Republic. Alat 

pengumpulan data yang digunakan adalah kuesioner. Teknik analisis data yang 

digunakan adalah Structural Equation Modelling dengan menggunakan progam 

LISREL. Hasil Penelitian ini menunjukkan bahwa perceived human crowding 

berpengaruh positif terhadap arousal, perceived spatial crowding berpengaruh 

positif terhadap arousal, co-visitor berpengaruh positif terhadap arousal, 

promotional event berpengaruh positif terhadap arousal, arousal berpengaruh 

positif terhadap repatronage intention. 

 

Kata Kunci: Perceived Human Crowding, Co-Visitor, Promotional Event, 

Arousal, Repatronage Intention 
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EFFECT OF PERCEIVED HUMAN CROWDING, PERCEIVED SPATIAL 

CROWDING, CO-VISITOR, AND PROMOTIONAL EVENT THROUGH AROUSAL TO 

REPATRONAGE INTENTION ON NATURE REPUBLIC IN SURABAYA 

ABSTRACT 

 

In this modern era, the beauty industry is growing from time to time, making this 

industry one of the industries with high level of competition and more competitive. 

The beauty industry in the Indonesian market is not only attractive to local players 

but also similar to foreign players. The beauty industry has been listed as one of the 

fastest growing sectors in Indonesia and has consistently experienced growth in 

recent years. Looking at existing market opportunities and in order to be able to 

compete with other competitors, one aspect of achieving these conditions is to 

influence the emotions of consumers while in the store to create repatronage 

intention. This study aims to examine and analyze the effect of perceived human 

crowding, perceived spatial crowding, co-visitors, and promotional events through 

arousal on repatronage intention on Nature Republic in Surabaya. This study uses 

causal research. The sampling technique uses non probability sampling by means 

of purposive sampling. The sample used was 160 respondents who had shopped at 

Nature Republic stores. The data collection tool used is a questionnaire. The data 

analysis technique used is Structural Equation Modeling using the LISREL 

program. The results of this study indicate that perceived human crowding has a 

positive effect on arousal, perceived spatial crowding has a positive effect on 

arousal, co-visitors have a positive effect on arousal, promotional events have a 

positive effect on arousal, arousal has a positive effect on repatronage intention. 

 

Keywords: Perceived Human Crowding, Co-Visitor, Promotional Event, 

Arousal, Repatronage Intention 

 


